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Welcome to the Graham Holdings Investor Day, something new we are trying out
in 2020. We wanted to provide an additional opportunity outside of the annual
meeting to update you on how we view the business and allow you to ask
questions to help you better understand our Company. Thanks to all who have
joined today, as well as to those who submitted questions in advance.

We have a set of presentations that several members of the senior management
team and I will walk you through. I will kick things off and then you will hear from
Andy Rosen, the CEO of Kaplan, Emily Barr, the CEO of Graham Media Group,
and Jake Maas, our SVP of Planning and Development, who will cover our
manufacturing businesses.

I’d like to begin with a summary of Graham Holdings through Q3 2020. I could
use words or phrases like “unprecedented” or “enormous challenges” or
“switched to remote relatively smoothly”, but it is likely you’ve already heard
those stories from other businesses. All are equally the case for GHC, but they
are unlikely to provide you with any truly helpful information.

So I’d like to call out a few other words that help describe our year:

“Pivotal”: Several large capital allocation decisions, paired with accelerated digital
transformations at Kaplan, set the stage for value creation over the coming
years.

“Inspiring”: Our small corporate team punched way above its weight in 2020.
Members of the team have never worked longer hours, for lower compensation,

to drive results that we’ve never been prouder of – odd, since we would have
considered these results disappointing on January 1.

Suffice it to say, I could not be more proud to work with the business leaders at
Graham Holdings, and I appreciate our managers for what they’ve done to keep
our businesses healthy and prosperous in 2020.

Let’s move to our financial results. Through Q3, our revenue is down 3% from
2019 and our adjusted operating income is down 18% to $127 million. The
business performed very well in the early months of the year before the sudden
onset of tremendous pressure related to COVID-19. After bottoming out in April
and May, in aggregate our businesses have made a slow and steady recovery.
We have several operations still acutely financially impacted by COVID, and a
host of others operating in a recessionary stance.

Nevertheless, the Company’s net cash from operating activities through Q3 was
$241 million, up from $72 million in 2019.

As of Q3, our cash and marketable securities totaled $802 million against $515
million of debt. We remain somewhat guarded about what the future holds, but
believe in 2020 we have protected our underlying earning power and possess a
balance sheet that allows us to pursue future opportunities.

Graham Media Group had a tremendous recovery as political spending in Q3
and into Q4 drove results far better than we could have hoped. Kaplan’s
transition to a digital first business accelerated and we began to see strong
growth at Kaplan Higher Education. You’ll hear more about both of those things
in detail from Emily and Andy shortly.

We do not have a feature presentation today from Graham Healthcare Group;
however, I do want to take a moment to speak about our results, because of their
importance to Graham Holdings. If you haven’t familiarized yourself with Graham
Healthcare Group, you should.

At its core Graham Healthcare Group provides in-home nursing care in the fields
of home health, hospice, and infusion services. They do this in a few ways and
GAAP accounting doesn’t always make it easy to connect the dots, so we’ll do so
here.

We have several healthcare businesses, operating primarily in Michigan,
Pennsylvania, Illinois and Texas. These show up in the healthcare segment of
our financial statements and through Q3, those operations generated $147
million in revenue and $24 million in adjusted operating income. We also have

five joint ventures with hospitals and other healthcare providers in these areas
where we own less than 50% of these entities and manage the operations. Our
share of these earnings is very real, but show up within our equity method
investments line of the income statement. Through Q3, our earnings from these
health care joint ventures were $8 million. Overall, including these joint ventures,
GHG managed businesses that generated $241 million in revenue through Q3 of
2020.

Our co-CEOs, David Curtis and Justin DeWitte, have done a wonderful job of
improving the performance of our operations on almost every dimension, from
quality of care to financial results, despite the pandemic. COVID-19 has brought
a unique set of challenges to our healthcare business, which includes significant
PPE expense to keep staff and patients safe. With more than five hundred of the
patients we care for testing positive for COVID-19; and, roughly 10% of our home
health and hospice workforce having missed time mostly due to quarantine for
potential exposure, the staff at GHG has been exceptional at continuing to
provide care to vulnerable and home bound patients.

We are proud of the team at GHG and pleased with the improved results. We
remain optimistic about our ability to continue to grow this business over the long
term.

Outside of operations, our pension plan continues to be very well funded. As of
September 30, our pension plan had assets of $2.5 billion, a balance which
continues to far outweigh our obligations.

The pension is valuable to the Company in several ways. First and foremost, the
plan is designed to provide a benefit to current and former employees of the
Company. It also provides a valuable and increasingly rare defined benefit that
can generally reach about 8% of annual salary. In addition, the overfunded status
of our pension plan is a very valuable feature of our financial statements. It
allows us to:

1) Provide generous pension benefits in lieu of a higher 401k match. Each
incremental point of 401k match for pension plan participants could cost the
Company approximately $3 million in negative cash flow annually.

2) On those occasions when it becomes necessary to reduce staff, the pension
plan enables us, in some circumstances, to provide enhanced payments to
transitioning employees, providing a helpful benefit in a difficult time. Over the
past 6 years, these benefits to employees have averaged about $4.4 million
annually, including $14 million in 2020.
3) In an acquisition, we may be able to assume pension liabilities of the acquired
company as part of a transaction. We most recently did this with our acquisition
of two television stations in 2017. The capacity to support employees of an
acquired company through the assumption of pension liabilities uniquely
positions GHC to succeed in a competitive M&A landscape. We remain optimistic
that over time we may find additional opportunities along these lines again.

We continue to actively explore additional ways the overfunded pension can be
helpful to Graham Holdings and will keep you posted along the way.

Our two major capital allocation decisions to date in 2020 have been a
substantial repurchase of shares and the pending sale of Megaphone.

Through Q3, the Company spent $123 million repurchasing approximately 6% of
the total outstanding shares at an average price of $383 per share. As a
reminder, unlike many companies, we do not have a program that repurchases a
specified number or dollar amount of shares. In both my and Don’s tenures, we
have gone many quarters or years where we did not repurchase any shares. We
have also had times when we’ve repurchased several percent of the Company
within a single quarter. 2020 is one of those years.

We repurchase our shares when several criteria are met: 1) we feel confident we
are able to fully fund any CapEx and operating needs from our businesses; 2) we
have ample dry powder to opportunistically act should any compelling
opportunities arise; and, 3) we believe the stock is trading at a material discount
to intrinsic value. We’ve thought this true through much of 2020.

All three of these items are judgment calls and we will take a conservative view
when assessing each bucket. We’d rather miss out on repurchasing a few shares
than place the Company at risk or not be able to pursue an opportunity that
makes sense for the Company. However, when these conditions are met, as we
believe they have been in 2020, we think repurchasing shares is a wonderful
thing for our shareholders.

I’d like to provide some color on our other major capital allocation decision so far
in 2020, our announced sale of Megaphone to Spotify for $235 million, relative to
both our logic and financial returns.

We started Megaphone within Slate in 2015, and we owe thanks to Slate for
being an early launching platform for the business. As it became clear that the
future of the business and the opportunity was in technology as opposed to
content, Megaphone moved out of Slate and became a self-contained unit of
Graham Holdings, funded 100% by GHC. The company became a market leader
in both advertising and podcast publishing technology that much of the industry
has come to rely on. While we continue to be bullish on the future of Megaphone,
we are also realistic that the next phase of the company’s growth may be better
served with a different owner that can provide it more scale. We view the $235
million purchase price as a fair price for the business and an excellent return on

our cumulate invested capital of approximately $45 million on a pre-tax basis.
We expect to report a pre-tax gain in the range of $215 to $220 million at closing,
excluding working capital and subject to regulatory approval.

Now, I’d like to explain our logic of why we fund new businesses within Graham
Holdings. As the costs and barriers of starting a new business have decreased
over the past several decades, in our view, the risk/reward has correspondingly
changed. We believe we have a core competency of working with early stage
technology companies, particularly those that are in related or adjacent markets
to our existing businesses, to ascertain product market fit and effective business
models and will, over time, create substantial value at Graham Holdings with a
subset of these operations. We view them as relatively modest bets that have the
ability to produce outsized returns.

All things being equal, we would rather fund an organic initiative, due to taxadvantages. An internally funded initiative is funded with pre-tax dollars and
reduces our taxable income by the amount of the funding; an external investment
is funded with after-tax dollars. Said another way, our dollars go further with

internal investments, even if they reduce reported income in a way external
investments would not.

In a few moments, other business leaders will do a deeper dive on our broadcast,
education and manufacturing businesses; but, before we go there, I’d like to
provide some insight into our “Other Businesses”, which includes the
aforementioned Megaphone as well as a host of other small to mid-sized
operations. A question I’ve received regularly is, “Why does GHC own these
businesses?” Much of the world thinks in terms of verticalized industries; we do
not. We make our decisions based on a set of horizontal principles, which I
regularly reference in our annual letter. More directly, we own these businesses
because we feel they will provide good cash on cash returns and grow intrinsic
value per share for our shareholders.

I want to highlight a subset of these businesses that are in very different sectors,
but have similar key characteristics and potential future growth opportunities.

Since January 2019, we have acquired several auto dealerships, Clyde’s
Restaurant Group, and Framebridge. One might reasonably ask, “What do these
businesses have in common?” It may not be obvious at the outset, but let me
explain how we view them. They all:
 operate in industries with track records of industry profitability,
 operate in very fragmented industries,
 historically have been consistently profitable, or in the case of
Framebridge, have profitable unit economics; and,
 have very, very strong management teams.

In each of these sectors, we think underlying technology trends will create
winners and losers that result in aggregation of market share and superior longterm economics to those who gain that share. At Clyde’s, the dealerships and
Framebridge, we are pursuing strategies and investing in technology that create
omni-channel experiences, drive more scale and position us for superior longterm outcomes.

Here are a few specific examples.

At our automotive dealerships, we have focused on building the dealership that
caters to the future needs of our customers, where they come to a dealership
only if they want to; where a customer doesn’t have to choose between service,
convenience and price; where a dealership footprint area isn’t just your
immediate geographic area - because technology can cover distances quite a bit
better than people can.

Our new Jeep Dealership, located in Bethesda, MD has been built from the
ground up under this model. Customers can come to the dealership in person or
set up a video call; cars can be delivered for test-drives to your door or you can
have a non-commissioned representative sit next to you and explain the vehicle;
and, paperwork can largely be completed online. With this improved experience,
a customer could test-drive multiple cars and complete a purchase without ever
going to the dealership, if they so choose. So far the signs are good. We have

quickly built up market share in the area and currently harbor a 4.8/5 rating from
Google Reviews. As we continue to hone our formula, we will look to apply this
model elsewhere.

Also on the automotive front, we have launched CarCareToGo.com, a
marketplace for automotive service. While early, we aim to create a one-stop
shop for service needs via a valet model that does not require the customer to
ever go to a service center. The vehicle is picked up and returned once the
service has been completed.

At Clyde’s, we are employing technology in a few key ways. First in our
operations, we are using software that helps our teams improve productivity,
per-item profitability and menu mix, improving the overall margin profile of the
business.

Second, we believe consumer preference for takeout and delivery, while
accelerated by the pandemic, is here to stay and will be something the most
successful restaurants will do extraordinarily well (even in non-pandemic times).
We also believe restaurants that become omni-channel and focus on providing a
great dining experience on location and via delivery will have superior economic
returns. Clyde’s Restaurant Group is leaning heavily into this strategy. We have
been able to use our importance in the DC market to work with delivery apps to
create mutually beneficial relationships. More recently, we launched three new
brands under the “ghost kitchen” concept, where we create a new brand and

menu, but operate it as a delivery only business out of our existing kitchens. We
are optimistic these new concepts will drive high-margin, incremental business to
Clyde’s.

Framebridge is the third business that fits this mold. Jake will provide a more
detailed overview in the manufacturing presentation, but we believe Framebridge
can consolidate this legacy industry to become the way America frames. By
taking framing into the 21st century with both digital and retail offerings, we
believe scale economics will create a very attractive business. Our data indicates
that we should put the pedal down on Framebridge in 2021 and we plan to do so.

Applying a technology layer to existing industries has resulted in a tremendous
amount of value creation for those leading the charge. We believe Graham
Holdings is a great place to drive this change in framing, automotive and
restaurants because our patience in seeking long-term opportunities and
capacity for re-investment is unique relative to the competition in these
industries. We may not get all of these right, but we view these opportunities as
excellent risk and reward trade-offs.

At this time, I’d like to turn the mic over to Andy Rosen, the CEO of Kaplan. It’s
been a year of tremendous change at Kaplan, and he is eager to walk you
through it. Andy?
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Thanks, Tim.
2020 has played out in as unexpected a way for Kaplan as it did for everyone else, and we took
some significant hits from the pandemic. But COVID also pushed the education marketplace in
our direction. We’ve been a pioneer and leader in online education for over 20 years, and when
all programs suddenly shifted online, it turns out students were attracted to institutions that
know what they’re doing. We may be the global education brand that’s most widely known for
practical, high-quality, fairly priced programs, and that’s exactly where the market is moving.
And at a time when students are increasingly seeking work-readiness skills with their
academics, that’s another area right in our wheelhouse. Most importantly, we went above and
beyond to take care of our students and partners in a difficult year for everyone; if anything,
our brand has been enhanced by the quality of our response to the pandemic, and our
academic outcomes have remained strong. We took some important strategic steps over the
course of the year that we believe will notably improve our earning power in the years ahead.
So despite the specific challenges of this year, we feel good about where we are.

Let me start, as I did in May, by reminding you of Kaplan’s four Priority Areas:

1. We help students qualify for, access and succeed in school -- from high school through
graduate and professional school.

We have programs that serve students starting in middle and high school (some in partnership
with top universities), as well as test prep courses to get into college, grad school and beyond,
and programs to help students succeed while they’re in school.

2.

We help students and working professionals qualify for and succeed in jobs.

Kaplan prepares hundreds of thousands of lawyers, doctors, nurses, accountants, business
leaders, engineers and other professionals around the globe through a range of offerings.

3.

We provide services for universities, helping them to attract and serve qualified

students, and to ensure they’re successful and ready for work.
We help our partner universities identify and recruit students from around the world, we host
their international campuses, we enable their online programs, and we help them prepare their
students for careers.

4.

We help companies identify and employ highly qualified candidates, and ensure

employees are equipped to succeed.
This includes helping businesses tap into university curricula, as well as offering Kaplan
programs in licensure or certification, professional development, and online coaching.

Kaplan, of course, has an exceptionally wide range of programs and services for students,
universities and companies. To a large extent, our offerings have traditionally resided in
separate units within the Kaplan portfolio. Over the last two years, however, we’ve made real
progress in creating student and partner journeys that further our long-term relationships. So,
for example. . .

•

You can imagine we have a high school student, Elizabeth, from Chicago who comes to
us for ACT prep; you can see that she might then come back to us for the GMAT for
business school. We might then connect that student to our partner, Wake Forest
University, for its online MBA program.

•

Or, a Brazilian student, Carla, tests her English skills with a KITE exam (our English
language assessment), attends one of our English language courses, then gets college
guidance through our BridgeU service, which provides access to one of our UK Pathways
programs, and this leads to a university degree program. Then she might decide to study
with Kaplan for an accountancy qualification or the CFA as a government-supported
apprentice.

•

For a university partner, we might offer international student recruiting, then help them
build online courses, add a Pathways program, and to house those Pathways students,
we’d develop an international student residence. At some point, the university may
decide to extend their presence overseas, and we establish a branch campus for them in
Singapore.

In essence, we can build upon our relationships by adding services from across the Kaplan
portfolio. And we can do the same thing for corporate partners -- deliver licensure prep,
courses from our university partners, professional development, and online coaching for
employees. We might also help our partner recruit from our pool of students.

These examples highlight two distinct advantages: first, we have an enormous, global base of
students who we can serve at multiple points throughout their learning journeys. Second, our
deep relationships with universities and businesses enable us to create a holistic learning
ecosystem connecting all three segments. Each segment supports the other.

Historically it’s been harder than maybe it should be to offer these journeys, because offerings
were dispersed among our four main business units, which operated fairly independently.
Earlier this year we restructured the business, combining our three U.S.-based units into one
broader division we call Kaplan North America.

That enables us to focus on building long-term relationships, and achieve significant cost
savings. The consolidation should enable us not only to target our investments in areas most
likely to lead to student outcome improvements, but also to improve the margin profile of our
North American business. The new unit is overseen by Greg Marino, an outstanding, longtime
Kaplan executive who was previously CEO of Kaplan Higher Education. He works with what I
believe to be the best leadership team in the industry. Since we made the change over the
summer, they’ve made tremendous progress.

With the new structure, we can avoid redundant expenses, and invest more in superior
technology, marketing and educational delivery and support systems. We’ll better leverage our
broad student database, add new student relationships, and enhance student academic success
and Lifetime Value by serving our population repeatedly throughout their educational journeys.

And we’ll similarly build upon our relationships with universities and businesses, using our rich
menu of offerings to help them excel at what they do.

We undertook some additional strategic moves in 2020 as well:
•

We launched 25 online degree programs with universities including Purdue, Wake
Forest, University of Essex and Liverpool University.

•

We deepened our existing university relationships and added new partners such as
Massey University in New Zealand, University of Newcastle in Australia, Queen Mary
University in London, Birmingham University in the UK, and Simmons University in
Boston.

•

We formalized the digital-first business model for our U.S. exam prep businesses.

•

We firmly established online program offerings in our international markets, in keeping
with the rapid acceleration of online market acceptance.

•

And we focused heavily on student support at Purdue Global where retention rates are
up even as enrollment is growing.

Those moves should set us up for long-term growth, but it will be another year before we start
to see the benefits, as COVID dampened student enrollment in some key areas. That’s not just a
2020 issue; our enrollment carry-in to 2021 is lower, and enrollments will continue to be
impacted until a vaccine is broadly administered. We have three primary areas impacted by
COVID:

1. 29% of our revenue comes from students who travel from one country to another to study
for language programs and higher education. International travel, of course, came to a
virtual halt for most of 2020. That’s likely to continue into next year. In our Pathways
programs, the majority of our students were willing to conduct their studies online.
However, our language programs, in English, French and German, tend to attract students
who are looking to have an exciting experience in a Western country for a month or two
while learning the local language. That business remains frozen, leaving our language
schools almost empty since the spring.

2. 28% of our revenue comes from students prepping for standardized tests. Because these
tests are often run in large, on-site testing locations, many were paused for months. With

no tests to study for, students postponed their preparation. For those already enrolled with
Kaplan, we extended our service at no additional cost.

3. And, of course, many of our programs have historically taken place in physical classrooms -we entered the pandemic with 145 student locations around the world. All of them closed
during the pandemic, though some have reopened. Fortunately, Kaplan is deeply
experienced with online learning, and when we shifted our programs online, our students
were highly enthusiastic about the sophisticated and engaging digital programming we
were able to offer.

So what does all this mean, as far as our financial results?

We’ve been able to mitigate much of the impact of the pandemic -- with the exception of one
line of business: The Languages programs I mentioned.

Languages pivoted to online delivery, but given that these students seek the social and cultural
experiences of living abroad, we could only make up so much ground. The shortfall in
Languages represented more than the entirety of KI’s and Kaplan’s operating income decline
for 2020. More specifically, we estimate the COVID disrupted losses for our Language business
will be close to $52 million in 2020. The rest of Kaplan International performed impressively
under the circumstances. We anticipate Languages will make a rapid recovery when global
travel returns -- particularly given that we’ve now created a more appealing cost structure
going forward. We’re seeing real strength, especially given the pandemic, in our Pathways
business, our direct recruitment for universities, our Singapore-based branch campuses for

western universities, our global professional programs, and our higher and professional
education programs in Australia. We have what we believe is the strongest student recruitment
capabilities in the world for students interested in attending Western universities, with strong,
trusted teams across the globe. So I very much like the profile of our International business.

In the U.S., Purdue Global saw significant growth. Enrollments were up by 15% and the student
census rose to nearly 35,000 -- up from 28,000 at the time of the Kaplan University sale to
Purdue. Student academic performance continues to improve, including retention and
graduation rates. The profitability of Purdue Global and our ability to recognize our service fee
grew correspondingly.

While our U.S. exam prep businesses were negatively impacted by canceled examinations, each
remains a leader in its market. With the shift to delivery online, we enter 2021 with a lean,
focused, digital model approach that should serve us well. As consumer preference has
increasingly moved towards digital exam prep offerings – even before COVID – we’ve been
focused on optimizing the balance between our center-based and digital delivery models. With
COVID accelerated student movement toward digital preparation, we have sunsetted the
majority of our center-based offerings and permanently shifted resources to our digital exam
prep offerings.

We won’t look back at 2020 with fondness. But we can look back on it with pride. Our teams
responded swiftly and decisively to the COVID crisis, and in doing so protected our students,
our partners, our shareholders and each other. They undertook a broad reorganization, costreduction effort, and strategic refocus that in combination should increase our earning power
post-pandemic.

While one of our businesses could not escape a direct hit, Kaplan, as you can see, is a highly
diversified organization in terms of the types of programs we offer, the customers we serve,
and the geographies in which we operate. When one business is struggling, another is likely to
be stronger… and that’s the case here. Outside of our language business, our units
outperformed our expectations under the circumstances. The pandemic will end, and when it

does, we may look back at 2020 as a year that helped set the table for a new era of growth for
Kaplan.

Now, I will turn it over to Emily for an update on Broadcast.
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Good Afternoon and thank you for the opportunity to provide you with an overview and update on
Graham Media Group.
As a reminder, we are comprised of seven local media hubs covering just under 7% of the US - over 8.3
million households in primarily top 50 markets with Houston as our largest market at number eight and
Roanoke our smallest at market number seventy-one. We operate three NBC affiliates in Houston, Detroit
and Roanoke, one ABC affiliate in San Antonio, one CBS affiliate in Orlando and a fully local independent
station plus a CW affiliate in Jacksonville. In addition, we own and operate Social News Desk, a SaaS-based
company headquartered in Atlanta that currently serves over 2,500 television, newspaper and radio
newsrooms world-wide making it easier and more efficient for them to write, edit, post and curate news
on social media platforms. Also based in Detroit, Graham Digital oversees the digital, mobile and OTT
strategy for all our properties and is considered a leader in the field of broadcast digital operations.

2020 has been an incredibly challenging and unusual year to say the least. While the year began with a
great deal of promise, in the final two weeks of Q1, we slammed into COVID and reverted to a remote
workforce for approximately 80% of our staff. Today we remain largely working from home with over 70%
of our employees working remotely. We intend to continue working remotely until a vaccine becomes
widely available and adopted by enough of the population to make coming back to the office safe for
everyone. In addition, we have certain operations that have already transitioned to a permanent remote
environment.

COVID forced us to rethink how we perform all our regular tasks while still delivering daily television
newscasts, digital, OTT and mobile updates. Keeping our reporters and photographers in the field safe
from COVID forced us to rethink workflows, eliminate all business travel, institute the use of remote
interviewing through zoom and other platforms and upended our regular over-the-air and digital
advertising particularly in Q2. In addition, stay-at-home orders for the general public flipped the

traditional demand for morning news and saw a surge in demand for midday and afternoon newscasts as
people sought us out for any updates on COVID. Viewership and digital access soared in Q2 to levels we
had not seen in almost a decade. While viewership has since normalized closer to pre-COVID levels, we
have seen the make-up of our news audiences skew younger and the engagement among our digital
audiences sustain a much higher level than pre-COVID days.

Because we have three NBC affiliates, the loss of the summer Olympics combined with a difficult Q2 had
a material impact on our revenue in Q3 and we delivered revenue somewhat below expectations, though
still quite respectable given the circumstances. Excluding property, plant and equipment gains related to
spectrum repacking, operating income before amortization increased in the first nine months of 2020.

That said, next to COVID, the single biggest impact on our revenue this year was, without a doubt, political
advertising. While we saw robust spending in Q1 primarily from the Bloomberg campaign, it was in the
middle of Q3 that we began to feel the full impact of political on our year. The figures shown here are
through the November 3rd election and demonstrate the enormous impact political advertising has had
on our business, particularly when considered over the past decade. Almost half of this advertising was
placed in just one market –Detroit – where we were the beneficiaries of a hotly contested Senate seat, as
well as several competitive Congressional seats; and, of course, the Presidential race in which Michigan
was one of a handful of states that would determine the outcome of the election. Needless to say, we did
not anticipate anything close to this amount of revenue pouring into our markets this year.

As mentioned earlier, we have been experiencing steady growth in our desktop and mobile usage and
have been laser-focused on expanding this end of our business for many years now. From Q1-Q3 and
largely due to the impact of COVID, we have seen well over a 100% increase in users with almost 280
million of them accessing us via desktop, mobile or tablet in the 9-month period.

Breaking this down by market, you can see that all our markets have experienced seismic growth in their
digital audiences, and I am very pleased to report that each one of them is the number one source for
local news in their respective regions beating out all other broadcast, newspaper and digital-only sites
providing local news and information. We believe this is a critical strategy to maintaining and growing
GMG into the future and we will continue to innovate and build in this space because our future depends
on it.

As a result of increased usage, we have experienced a 13.2% growth in digital revenue through Q3 despite
a substantial decline in Q2 from traditional advertisers who pulled back from both TV and Digital when
the pandemic first appeared. For the first time, we also garnered some meaningful political advertising
online as political ad agencies recognized the value of our local sites.

When we measure our value, it is critically important to recognize the impact of local news as it is the
driver of all we do in creating and distributing local media in our markets. The sale of time inside local
news and via digital delivery accounts for roughly 50% of our total advertising revenue. While we have
important affiliations with various networks depending on the market, it is the branding and identity of
our stations’ local news operations that drives our image, reputation and business success. COVID and the
recent election only served to underscore this critical point. As the news goes, so goes the station. To my
point earlier, this is why we are so focused on being the number one source for local news digitally and
why we are well positioned to succeed in the future.

I wanted to share with you our top five categories just to demonstrate where we are today in terms of
rebounding from Q2 and the COVID effect. As you can see here, Automotive has begun to bounce back
closer to Q1 levels and to date, we are seeing a healthy amount of advertising from this sector in Q4.

Professional services – banking, financial services, and other professional services, dropped significantly
in Q2 and is showing some increased strength as well. The overall economy and unemployment rates will
drive the growth or retraction of this category into 2021.

Retail was hard hit in Q2 as you would expect and is also starting to rebound though we are cautious here
given the latest restrictions rolling across the country. We anticipate this could continue to be a volatile
category for us in 2021.

Health and Fitness, along with Home Improvement were hurt less as people staying at home were a
natural focus for these advertisers. We anticipate these categories will continue to grow into 2021.

I did not show you the restaurant category, which is not a top five earner for us, but suffice it to say, this
category was devastated by the pandemic and is still figuring out when and how to advertise. I would like
to add here that all our stations implemented free promotional advertising for their local mom and pop
restaurants to support local businesses and help them stay afloat through the lockdowns.

A significant piece of our revenue derives from the retransmission consent revenues we receive from
cable, satellite and OTT providers. As cord cutting and streaming continue to increase, we have been able
to grow our per subscriber rates, but we are watching the trends closely and expect retransmission
revenue net of network fees to slow down in overall growth in the coming years. Revenue from OTT
providers such as YouTube TV, Hulu and AT&T TV Now, just to name a few, has become a small but
growing piece of the retransmission revenue pie.

2020 and COVID disrupted the live sports environment and negatively impacted advertising in major
sporting events that were either curtailed, canceled or delayed. The NBA finals, NFL football, Hockey and
Golf were all disrupted making it challenging for local advertisers who would otherwise have eagerly
invested in these events. When football resumed in September, we did experience a resurgence in
interest indicating that there remains a huge appetite for both viewing and advertising within live sports.
Additionally, the cancellation of live sports likely contributed to the acceleration of cord cutting because
one of the primary reasons viewers subscribe to cable and satellite is the opportunity to view live sports
programming. The good news is, we will have the summer Olympics in 2021, as well as a more robust and
predictable calendar of live sporting events that should engage sports fans and steer them back to
broadcast television.

Because we operate in primarily large markets in key swing states, we were able to garner a significant
share of the total political spend across all TV stations. The total dollars here represent what was spent
on our stations and at our television competitors - the share by station and how much of the total political
dollars we garnered in each of our markets. As you can see from the left-hand column, our powerhouse
station in Detroit earned a whopping 36.4% of all TV political and that is directly attributable to its
incredibly strong TV news ratings and web dominance. All GMG stations performed well and over-index
their traditional advertising shares when it comes to political. Combine that with competitive races in
Florida, Texas and Michigan and you can see why we wound up having such a strong year.

Another way to look at our positioning is to examine our average revenue per station against some of our
peer companies. While we may operate seven stations in only six markets, we operate within larger
markets and can do so very effectively and efficiently. Television stations have a relatively high fixed cost,
but revenue increases exponentially as you consider market size. Many of our peers operate in much
smaller markets where the opportunity to earn revenue is limited by market size and dynamics. They
need a larger number of television stations to realize a similar amount of revenue to what we capture in
fewer but larger overall markets.

Television news ratings and digital access across the GMG footprint remain strong and are a meaningful
reflection of the critical role we played this year in informing, uplifting and celebrating our communities
as we all struggled to grasp the enormity of the pandemic on every aspect of our lives. Local news has
never been more relevant and remains a highly trusted and sought-after source of information for a large
portion of the news-consuming public.

Thank you very much for your time today. I am happy to answer any questions you might have during the
Q&A session. And with that, I will turn it over to Jake Maas.
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Good Afternoon. I am Jake Maas and I have been Senior Vice President of Planning and Development at
Graham Holdings Company since 2015.

Tim asked me to provide an overview of Graham Holdings’ manufacturing segment. In addition to
talking about the manufacturing segment in aggregate, I will also provide an overview of the businesses
that make up this segment – Hoover Treated Wood Products, Dekko, Joyce and Forney. We think this is
a great collection of businesses with deep moats and sustainable earning power, and I look forward to
highlighting each respective business for you today. In Q2 of this year, Graham Holdings acquired
Framebridge, which has a large manufacturing component to its business model. While Framebridge
does not fall within our manufacturing segment for reporting purposes, given the manufacturing
component to its business model, we thought investors would appreciate an overview of that business
as well. I will conclude by providing an update on the impact we are seeing in each of these businesses
as it relates to the COVID-19 pandemic.

Not long ago by Graham Holdings’ standards – approximately seven years ago – we had no
manufacturing segment whatsoever. So, I thought it might be useful to start from the beginning and
explain our rationale for adding this segment. The logic was straightforward. We sought out, and
ultimately found, businesses that we believed:
1) were durable business models that are easily understood;
2) had track records of sustained earning power that would continue under our ownership;
3) possessed great leadership teams that were interested in continuing with the business;
4) had attractive reinvestment opportunities that we believed would surface over time; and
5) were able to be acquired at a fair price that would create attractive cash on cash returns for
our shareholders.
We are proud of the fact that in a relatively short period, we have been able to find businesses that met
these criteria. We would love to find more businesses to layer into the segment, whether as bolt-on

opportunities to one of our existing manufacturing businesses or as new manufacturing platforms. That
said, if we are unable to find good opportunities that meet our criteria, we are also perfectly happy to
simply remain good stewards of our current businesses until the right opportunities surface.

The manufacturing segment made up $411 million, or 14%, of the overall revenue generated by Graham
Holdings in the last twelve months ended September 30, 2020. And while this segment has certainly
been adversely impacted in 2020 by the COVID-19 pandemic (a topic I’ll address later in this
presentation), we were pleased that our manufacturing businesses were able to generate $43 million, or
nearly a quarter of our Adjusted Operating Income for the last twelve months ended September 30,
2020. Our manufacturing segment has clearly grown to be an important part of our business at Graham
Holdings, improving the stability of our company overall and strengthening our long-term prospects.

As I mentioned, the manufacturing segment at Graham Holdings currently consists of four businesses:
Hoover Treated Wood Products, Dekko, Joyce and Forney. In terms of relative size, you can see that
Hoover made up 45% of the segment’s revenue over the last twelve months, followed by Dekko at 40%,
then Joyce at 10% and finally Forney at 5%. On average, the adjusted operating income margin profiles
of these businesses on a combined basis are around 10%, a level that is understated by the fact that
Hoover’s revenue includes wood as a pass through cost. We are pleased that our manufacturing
businesses have been able to maintain their margin profiles this year, and we are hopeful that as we
scale these businesses we will see upside to those margin levels once we get to the other side of the
pandemic.

With that high-level overview of the manufacturing segment, I’d like to highlight each respective
business, starting with Hoover, a business we acquired in 2017. In business since 1955, Hoover supplies
pressure-impregnated kiln-dried lumber and plywood products for fire retardant and preservative
applications. Hoover operates ten company-owned wood treating facilities located across the country
that service a 100-plus member stocking distributor network that covers the U.S. and Canada. Last year,
Hoover expanded its footprint by launching a new greenfield facility in Havana, FL. The primary end
markets for Hoover’s fire retardant wood products, which comprise over 80% of Hoover’s revenue, are
wood-constructed multi-family homes and commercial buildings. Essentially, any wood structure built
in the U.S. that is larger than a single family home and/or has multiple tenants requires the use of fire
retardant wood by local regulations and building codes. Hoover has several aspects to its business that
we believe make it extremely durable, including the fact that it is the definitive market leader in the
space and the only player that truly has a national footprint capable of serving larger national
customers. It is also the only vertically integrated player with scale that both produces its own
chemicals and manufactures wood products utilizing those chemicals. The result is that Hoover is the

low-cost supplier in the space, with a brand that is nearly synonymous with its key product.
Furthermore, Hoover’s products make up a small portion of the overall cost of a project, but serve a
mission critical role in the overall safety of the structure being built. The combination of these factors
make Hoover a great business, with deep moats, that is operating in an attractive and protected end
market.

Dekko, acquired by Graham Holdings in 2015, is a manufacturer of customized electrical equipment,
including power and data solutions for installation in office workspaces, architectural lighting, and
electrical components and assemblies. Under our ownership, Dekko completed two meaningful bolt-on
acquisitions: ECA in 2016 and Furnlite in 2018 – both of which operate within Dekko’s power and data
segment. In 2019, Dekko launched a new lighting brand – LUX Illuminaire – which has gained
meaningful traction and has the potential to be a growth driver for the company over the coming years.
The primary end markets for Dekko’s assortment of products include office furniture OEM’s (original
equipment manufacturers) and dealers, hospitality, commercial real estate, white goods, transportation
and durable medical equipment. Dekko focuses on manufacturing low-volume, high-mix, highcomplexity products that are not easily commoditized by non-U.S. manufacturers. In addition, Dekko’s
flexible manufacturing footprint with operations in both the U.S. and Mexico enable the company to
efficiently and cost effectively meet the different needs of its customers. While the business has been
more affected than our other manufacturing businesses by COVID-19 due to its exposure to the

commercial real estate and hospitality end markets, we believe the company is well positioned over the
long run to continue to be a leader in its respective markets.

We acquired Joyce in 2014 and the business has been in continuous operations since 1873. In 2019,
Joyce acquired Uni-lift, which had a complementary product line of screw jacks. Joyce has now
integrated these product lines into its existing manufacturing facility in Portland, Indiana. Joyce’s main
product offerings consist of screw jacks and linear actuators. To put it simply, Joyce manufactures
products that help their customers lift, position, and hold up to 250 tons for hundreds of applications
around the globe. Joyce has a diversified set of end markets given the widespread utility of its products
– but has somewhat heavier concentrations in food industry equipment, communication antennas, and
conveyor equipment. One fun fact about Joyce is that they are still providing the same jacks to the
Railroad and Mining Industries as they did when they were founded in 1873! That is not to say that
Joyce has not had to innovate to better serve their customers -- a business cannot continuously operate
for over a century without innovating -- but, it is also clear that the company benefits from a tried and
true set of products that have, and we believe will continue to, stand the test of time. We see the key
moats inherent within the Joyce business being the quality and reputation they have built up in their
brand over many decades, the low degree of technology risk associated with their core products, and a

U.S. manufacturing footprint that is difficult to disrupt by non-U.S. competitors given the nature and
scale of the products they produce domestically.

Forney was the first business we bought in the manufacturing sector in 2013. Forney has manufacturing
operations in Mexico and produces four main products: burners, igniters, dampers and controls utilized
in coal and natural gas power utilities. In addition, Forney provides after-market parts and services to its
utility customers. For almost 100 years, Forney has provided safe and innovative combustion products
and is helping the utilities to transition from coal to clean burning natural gas. Like Joyce, Forney’s key
moats include its stellar reputation for high quality products that go into one of toughest,
most demanding environments one can imagine – power plants. Going forward, Forney is focused on
accelerating its sales efforts around its higher margin products and services.

The last business I’d like to highlight is the most recent addition to Graham Holdings – Framebridge.
Again, Framebridge does not fall within our manufacturing segment, but manufacturing is a key
component to its model so we wanted to highlight the business today.
Framebridge is different from other acquisitions we have done in recent years and is an example of
Graham Holdings being willing to suppress short-term profits for long-term gains. We did not acquire
Framebridge because of its ability to generate profits in the short term, but rather out of the belief that
ten years from now it could be the most popular way in the U.S. to custom-frame. Framebridge’s
founder – Susan Tynan – founded the company with a simple goal – she thought the cost and hassle of
framing objects at traditional custom-framing shops was too expensive, outdated and a poor customer
experience. She thought there was a better way, and Framebridge is a manifestation of that vision.
Framebridge differentiates itself in three key ways:

•

Framebridge has a unique operating model that leverages a centralized manufacturing
strategy to gain economies of scale that allow them to have a lower-cost model relative
to their competitors that do their framing on site at their retail locations.

•

Framebridge has an omni-channel strategy with strong e-commerce capabilities enabled
by their scale.

•

Because Framebridge does not need to attach a framing workshop to their retail
locations, they are well-positioned to create a more optimized retail footprint that
meets their customers where they are – whether that is online or at well-trafficked
retail locations.

The result is that Framebridge has created a new kind of framing experience that is modern, consumerfriendly, and less expensive, enabling them to not just take market share, but to grow the overall market
by bringing new customers into the segment. While there are certainly complexities in the business,
understanding the model for success is quite simple. Framebridge has two fixed cost structures:
corporate costs and manufacturing. It needs to sell enough units to cover these two cost centers. The
higher the gross profit per unit, the lower the number of units that need to be sold to achieve breakeven and generate free cash flow. The company is not yet at the volume for break-even, but has a clear
path forward with understandable unit economics. The value proposition is clear as well: it offers lower
prices, more convenience, faster turnaround, and quality that is equal to or better than the competition.
Thus, while Framebridge will require a significant amount of investment over the next few years before
generating free cash flow, we believe the business is well positioned to scale and to become the
category leader over the next decade. We are excited to be the new owners of Framebridge.

Before concluding, I want to provide a snapshot overview of how COVID-19 has impacted our
manufacturing segment in 2020. Like Graham Holdings in general, our manufacturing segment is
diversified with a wide variety of end markets. Thus, the impact of COVID-19 has varied at each of our
businesses. The one thing that is consistent across all of our manufacturing businesses is that operating
a manufacturing business in the middle of a pandemic is difficult. While remote work has become the
new normal for many workers, the reality is that you cannot manufacture goods remotely. Thus, we are
very proud of our leadership teams for putting the safety of our workers first and overhauling their
operations to allow their facilities to continue to operate throughout the pandemic. That said, our
operations have not been disruption free, and our teams remain vigilant as we continue to navigate a
challenging environment. Make no mistake, we will do our very best to keep our facilities open and
operational, but we will not compromise on worker safety in order to do so. In terms of our key end
markets, the impact to our businesses have differed by company. For Joyce, Hoover and Forney, the
impact to their end markets was relatively moderate. Combined, these three companies saw revenue
decline only 1% for the first nine months of the year relative to 2019. While this seems minimal, we

believe our revenues would have grown in these businesses during the first nine months had the
pandemic not developed. As mentioned previously, Dekko has seen their end markets more severely
disrupted given their exposure to commercial real estate and hospitality. Dekko’s topline saw a 24%
decline in the first nine months of the year. Framebridge, on the other hand, has seen COVID boost its
online sales, which currently comprises the majority of its revenue, as remote workers across the
country have decided to utilize Framebridge’s custom framing services to spruce up the walls of their
new home offices with memorabilia, diplomas and children’s artwork, just to name a few of the myriad
of items the company frames each day. Its retail locations, which again make up a minority of its
revenue, are all open for business but seeing reduced traffic as they mandate proper social distancing
and other safety protocols within their locations. The good news on the retail front is that as the
company looks for attractive new locations the real estate landscape has shifted in their favor.

Excluding Framebridge, on a comparative basis you can see that our manufacturing businesses are down
year over year for the first nine months of the year by 11% on the topline and 10% on the bottom
line. At the start of the year, pre-COVID, we would have considered this to be a disappointing result. On
the other hand, in the middle of the nationwide lockdowns that were occurring in the spring, we would
have looked at these results and considered them to be a great outcome through the first nine months
of the year. From where we sit today, we are pleased these businesses have so far proven to be a
durable earnings center for Graham Holdings even through a very difficult
macroeconomic environment.

In conclusion, the manufacturing segment is a solid new leg of the stool in terms of earnings
diversification for Graham Holdings. While this segment has been adversely impacted by COVID-19, we
believe the earning power of these businesses remains strong and durable over the long-term. Over the
last five years, we’ve found good reinvestment opportunities within this segment both in the form of
bolt-on opportunities and organic investments in expanded capacity and new products and services, and
we anticipate being able to find additional attractive reinvestment opportunities within this segment
over the coming years. We’re excited to have added Framebridge to Graham Holdings as we believe it
will prove to be a great long-term investment for our shareholders. Finally, we will continue to
opportunistically look to add new companies to this segment to the extent we can find businesses that
meet our acquisition criteria.
I’ll now turn it back over to Tim.

